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DO MUSIC STREAMING SERVICES PUNISH LOCAL MUSIC REPERTOIRE? 
 
 
Music streaming services (e.g. Spotify and Deezer) are getting increasingly popular 
around the world. Some industry analysts have raised a concern about declining sales 
of music recorded by local artists in the markets that have rapidly become dominated by 
music streaming services (Nordgård, 2013). These claims are interesting since previous 
studies found that the sales of local music repertoire as a percentage of total music 
sales actually increased during the early stages (1999-2006) of the digitization of the 
music economy (Wikström, 2009). This paper examines the development of local music 
repertoire sales during the past two decades. The study tries to find multinational 
empirical evidence of declining local repertoire share as reported by Nordgård (2013), 
and secondly, it tries to establish a link between the use of music streaming services 
and declining local repertoire sales. 
 
 
Methods and data sources 
 
The study combines weekly music chart data (approximately 700,000 data points) from 
twelve countries (AT, AU, BE, FR, DE, NE, NZ, NO, ES, SE, UK, US) with music 
metadata provided by two music data providers (MusicBrainz and The Echo Nest). The 
time period covers two decades, starting with 1995 in order to capture the dynamics 
well before and after the turn of the millennium when Internet based music distribution 
emerged as a viable alternative to mainstream music listeners.  
 
“Local Repertoire Share” (LRS) has been defined as the percentage of songs in the 
charts performed by local artists.  
 
Secondary data was collected (from local music trade organizations) on the percentage 
of sales generated by online sales (“Digital Market Share” - DMS) and by music 
streaming services (“Streaming Market Share” - SMS). 
 
 
Findings 
 
Figure 1 shows how average LRS in the twelve countries varies over time. The 
observed behaviour can be structured into three distinct stages: Stage #1 (pre-2000) - 
LRS remained relatively stable; Stage #2 (2000-2006) - LRS increased and eventually 
peaked; Stage #3 (post-2006) - LRS declined and now seems to be on its way towards 
pre-2000 levels.  
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Figure 1: LRS during two decades. 
 
 
This mapping of the development of LRS is in itself a contribution to the literature as it 
provides a new perspective of changing music listening practices during an extensive 
period of radical transformation. The data confirms both the findings from the previous 
study of the 1999-2006 period, as well as the anecdotal findings about declining LRS in 
the post 2006 period. 
 
The second aim of the study was to examine whether there might be a link between the 
use of music streaming services and declining LRS. However, no significant difference 
between countries with high DMS/SMS (e.g. Sweden & Norway) and countries with a 
low DMS/SMS (e.g. Austria & Belgium) could be established. In other words, the 
hypothesized link between SMS and LRS must be rejected.  
 
 
Discussion 
 
So how is it possible to explain the declining LRS in the post-2006 period? In 2006, the 
music industry had been severely affected by online piracy and shrinking sales of 
recorded music, but in many other aspects, very little had actually changed. Music 
promotion was confined to traditional channels meaning that music promotion largely 
remained structured along national boundaries. 
 
2006 was also the year when Facebook was opened to the public; YouTube was 
acquired by Google; and Twitter launched. In other words, it was the beginning of the 
emergence of social media platforms as powerful cultural tastemakers. Today, these 
platforms have significantly weakened the traditional structures for music promotion and 
YouTube is now considered to be the most influential tastemaker in the music economy 
(e.g. Chmielewski, 2013). As a consequence, national boundaries certainly still matters, 
but to a much lesser extent than in the past. The social media platform algorithms lead 
music listeners onto treks into musical territories that are far away from their own 
musical backyards. This means that the declining LRS is primarily driven by the 
strengthening role of social media platforms as cultural tastemakers rather than by the 
emergence of music-streaming services. 
 
The findings reported on by this study have significant implications for the management 
of contemporary music companies as they illuminate how international markets are 
restructured; new opportunities emerge and established practices are challenged. 
Understanding these processes is vital for managers in these organisations in order to 
ensure the sustainability of their businesses. 
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